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1. I, Dana Howard Jones, am the applicant for US Patent Application No: 09/932,714. 

2. In response to the Examiner's argument that the currently pending claims are 
obvious in light of the cited prior art, I declare the following: 

My invention was not in existence in the Internet marketplace prior to the filing of my 
application in August 2000. Since then I have pursued the commercialization of the invention 
as the CEO of Ultramercial, LLC, . This declaration contains evidence of unexpected results, 
commercial success, long-felt but unsolved needs, failure of others, and copying by my 
competitors. 

3. Commercial Success, Unexpected Results: 

The most recent example of commercial success was demonstrated in November 2007, when our 
contracted partner Free-Fi installed our model embodying the claimed invention of the present 
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application at the Denver International Airport - Results: Evidence of criticality and evidence of 
unexpected results: Specifically, public use of Wi-Fi at Denver International Airport saw an 
immediate ten-fold increase in November 2007 after adapting our model (please see attached as 
Exhibit A, a Denver Post article dated 1 1/29/07 quoting DIA spokesman Jeff Green). Commercial 
success was achieved by advertisers having paid $150 per thousand commercials gross to reach 
these Wi-Fi users. Please see attached as Exhibit B Insertion Order and Invoice for Free-Fi media 
buys at DIA. This compares very favorably to what other large size video ads are sold for on the 
Internet. Please see attached as Exhibit C eMarketer.com article titled "How Much Ads Cost April 
2009" that shows premium video ads selling for $35 per thousand commercials. This proves that 
our ad unit, which embodies the invention as currently claimed in the present application, 
commands a 4X higher rate then the previous attempts to sell Wi-Fi services at aitports - proving 
with concrete and objective results that demonstrate both commercial success and unexpected 
results above and beyond the prior solutions. 

4. Solving Long-Felt Need, Copying by Competitor JiWire: 
JiWire is the largest advertisement network for Wi-Fi services. Prior to meeting Ultramercial 
and learning of the present invention as disclosed in the present application, JiWire's business 
model consisted of selling Internet banners and buttons that ran in i-frames and framesets 
around the regular pages that Wi-Fi users visited. Please see attached as Exhibit D screenshot 
taken from Archive.org's "Wayback Machine" in January 2005, which shows a diagram of all 
the ad units they offered at the time. Also see attached as Exhibit E Wayback Machine file 
JiWire Jan 07 Ad Offerings that shows their i-Frame/frameset ad format. Under their 
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previous business model, users who wished to access Wi-Fi services from JiWire's hotspot 
partners who charged for access, could do so only after paying a fee. This model yielded 
limited success as the majority of potential customers did not choose to pay and left. Since 
JiWire's ad units ran after a customer paid for the connection, they had fewer ad placements 
available to advertisers. After learning of the present invention as claimed in the present 
application, JiWire realized a superior solution and began practicing the invention as recited in 
Claim 1 of the present application to sell services in Wi-Fi locations, such as hotels, and to 
advertisers like Microsoft. Please see attached as Exhibit F Wayback Machine file JiWire Jan 
08 Listing admitting copying of my invention and attached as Exhibit G Transcription of 
JiWire Demonstration Video. Specifically, Exhibit F shows that JiWire listed the US 
Trademarked name of my invention, "Ultramercial" as a technology partner, wherein they had 
not previously done so before adopting my invention; this confirms that JiWire admits to have 
adopted (i.e., copied) my invention. Exhibit G is a transcription of a video demonstration that 
was publicly available on JiWire's website in April of 2007, which describes in detail my 
invention as recited in Claim 1. Screenshots attached as Exhibit H further show that JiWire's 
present website still currently copy the invention as recited in Claim 1 of the present 
application. Specifically, Screen 1 of Exhibit H shows a Wi-Fi Access screen at New York's 
JFK Airport, with viewers offered two pay options and one free 20-minute pass, if the viewer 
will start and complete a commercial from Hyatt Place (a sponsored message that is associated 
with the Wi-Fi service). When combined with attached Exhibit B Insertion Orders and 
Invoices, this is recited in my Claim 1 (as currently amended): 
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A system for offering incentives related to purchase transactions of products or services 
over a communications network, said system comprising: 
a vendor computer; and 

a consumer communication device, said vendor computer being programmed to 
perform the steps of: 

selecting a sponsor message to be associated with a for-sale product or a for-sale 
service provided by a vendor, said sponsor message being selected from a plurality of sponsor 
messages, wherein each sponsor message includes an advertisement provided by a sponsor, 
said advertisement being directed to another for-sale product or another for-sale service 
offered by the sponsor, wherein said step of selecting includes verifying that the total number 
of times which the sponsor message has been previously presented is less than a number of 
predetermined transaction cycles contracted by the sponsor of the sponsor message; 

offering for sale to a consumer the for-sale product or for-sale service, wherein said 
offer for sale is communicated to the consumer via the consumer communication device over a 
communications network; 

offering to said consumer an incentive related to the purchase of said for-sale product 
or for-sale service on the precondition that the consumer agrees to first receive or interact with 
the advertisement, wherein said offer of incentive is communicated to the consumer via the 
consumer communication device over a communications network; 

Screen 3 of Exhibit H shows the commercial that is being presented to viewer, as stated in 
Claim 1 : 

in response to receiving an acceptance of said offer from the consumer communication 
device via the communications network, delivering the selected sponsor message to the 
consumer via the communication device over the communications network; 



VIA EFS 
Patent 

Attorney Docket No. 51361-20002.00 

Screen 4 of Exhibit H shows a query for booking a hotel room at a Hyatt property, as 
described in my Claim 1 : 

if the sponsor message is an interactive message, presenting at least one query to the 
consumer via the consumer communication device; 

Screen 6 of Exhibit H shows the "Thank You" page as the user is provided free Wi-Fi 
access, as described in my Claim 1 : 

providing the offered incentive to the consumer 

Also see as attached Exhibit O Ultramercial Invoices to JiWire, two invoices showing a 
plurality of advertisers, the contracted number of times the commercials are to be run, the reporting 
of actual commercials run and fees. This is described in my Claim 1 : 

recording the delivery of the sponsor message to an activity log, said step of recording 
including updating the number of times the sponsor message has been presented. 

5. The totality of evidence demonstrate that JiWire tried for a substantial length of time 
to design a product or process similar to my claimed invention, but failed and then opted to copy my 
invention instead. 

6. Additional acts of copying by competitor Boingo: 

One of the largest Wi-Fi providers world-wide, entered into an agreement in January 2008 
with JiWire to also use the invention recited in Claim 1 (please see attached as Exhibit I 
Boingo- JiWire Joint PR l-22-08.pdf, a press release dated January 22, 2008). Boingo 
provides limited-time free access after completion of a full-screen ad. Please see attached as 
Exhibit H screenshots from JiWire's current website showing the Boingo offer in detail. Also 
see attached as Exhibit J screenshots of Boingo's offer at Boston Logan Airport, captured in 
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April 2009. Specifically, Exhibit J, Screen 1 illustrates these steps in my Claim 1 of my 
invention (currently amended): 

A system for offering incentives related to purchase transactions of products or services over a 
communications network, said system comprising: 
a vendor computer; and 

a consumer communication device, said vendor computer being programmed to 
perform the steps of: 

selecting a sponsor message to be associated with a for-sale product or a for-sale 
service provided by a vendor, said sponsor message being selected from a plurality of sponsor 
messages, wherein each sponsor message includes an advertisement provided by a sponsor, 
said advertisement being directed to another for-sale product or another for-sale service 
offered by the sponsor, wherein said step of selecting includes verifying that the total number 
of times which the sponsor message has been previously presented is less than a number of 
predetermined transaction cycles contracted by the sponsor of the sponsor message; 

offering for sale to a consumer the for-sale product or for-sale service, wherein said 
offer for sale is communicated to the consumer via the consumer communication device over a 
communications network; 

offering to said consumer an incentive related to the purchase of said for-sale product 
or for-sale service on the precondition that the consumer agrees to first receive or interact with 
the advertisement, wherein said offer of incentive is communicated to the consumer via the 
consumer communication device over a communications network; 

Screen 2 of Exhibit J illustrates the viewer opting into the offer and requesting the 
commercial, and having it displayed as cited in my Claim 1 : 
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in response to receiving an acceptance of said offer from the consumer communication 
device via the communications network, delivering the selected sponsor message to the 
consumer via the communication device over the communications network; 

Screen 4 of Exhibit J illustrates that if the commercial is interactive that at least one query is 
presented to the viewer, as recited in my Claim 1 : 

// the sponsor message is an interactive message, presenting at least one query to the 
consumer via the consumer communication device; 

Screen 5 of Exhibit J illustrates the step of providing the user with the service or product as 
recited in my Claim 1 : 

providing the offered incentive to the consumer 

Screen 6 of Exhibit J illustrates the plurality of advertisers, as described in Claim 1: 
said sponsor message being selected from a plurality of sponsor messages, wherein 
each sponsor message includes an advertisement provided by a sponsor, said advertisement 
being directed to another for-sale product or another for-sale service offered by the sponsor, 

As a practical matter in 2009, the remaining steps of Claim 1 of my invention, namely 
"recording the delivery of the sponsor message to an activity log, said step of recording 
including updating the number of times the sponsor message has been presented. " must occur 
within our industry in order to be compensated. Use of third-party reporting services, such as 
DART, owned by Double-Click, is known by me to be employed by JiWire in its relationship with 
advertisers and Wi-Fi Hotspot providers such as copier Boingo, and is used to calculate payments 
for advertising. 

7. Additional Evidence of Commercial Success and Solving Long-Felt Needs: 

Prior to the present invention, advertisers have not been able to know if their ads or commercials 
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have been seen. No one knows if an ad in a newspaper is seen by a particular number of people; no 
knows how many people watch a particular TV commercial. Even on the Internet, no one knows 
how many people notice a banner ad. People actually go out of their way to avoid ads by using 
devices like DVRs to skip through ads, or using Internet ad blocking software, or simply ignoring 
ads altogether. $136 Billion is spent annually in the United States on advertising (please see 
attached as Exhibit K Nielsen 2008 Ad Spend), much of it without knowledge of how many people 
see it. This key problem of not knowing how many people are watching has been a long-felt but 
unsolved need. My invention solves this need. People agree to view the commercial to completion, 
and respond to queries within it, all of which is measured by the computers serving the ads, which 
provides proof-positive, that each and every ad completed was done so by a cognizant person. This 
eliminates wasted ads, and provides the advertiser with what they really want - the viewer's 
attention. Specific examples: Please see attached as Exhibit L daily statistics report for our partner 
Virgin Mobile and their Sugar Mama program that offers their users free airtime minutes if they will 
start, interact and complete our commercials. Our completion rate for the commercials on this date, 
May 26, 2009, is 95.7%. Virtually everyone who started the commercials completed them. The 
click-through rate (number of people who click inside the ad to be taken to the advertiser's website 
to learn more) is 4.12% for this day and is just slightly higher than our historic average of 4.01%. T 
his compares extremely favorably to current average click-through rates for other Internet ad 
formats. Please see attached as Exhibit M eMarketer research article titled "The Latest Click- 
Through Count" dated March 11, 2009, in which the average click-through rate is cited as 0.2%. 
Our ad format is 20 times higher. The attached Sugar Mama metric report cites average time spent 
with the commercial of 75 seconds. This compares favorably to other Internet ads. Please see 
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attached as Exhibit N a chart from competitor VideoEgg, showing average time spent within their 
ad unit of 13 seconds. Our commercial provides six times longer engagement, which is concrete 
proof of a successful solution to a previously unsolved problem. 

8. All of the above-presented objective evidence add up to show, objectively, that my 
invention as claimed in the present invention achieves commercial success, solves long-felt needs, 
provided unexpected results, and was subject of copying by others. The concrete showing of these 
factors with extrinsic proof (via the exhibits attached) establishes that my invention was not obvious 
to one of ordinary skill in the art at the time the application was filed in 2001. 

9. I hereby declare that all statements made herein of my own knowledge are true and 
that all statements made on information and belief are believed to be true; and further that these 
statements were made with the knowledge that willful false statements and the like so made are 
punishable by fine or imprisonment, or both, under 1 8 U.S.C. 1001 , and that such willful false 
statements may jeopardize the validity of the application or any patent issuing thereon. 



VIA EFS 
Patent 

Attorney Docket No. 51361-20002.00 



Respectfully Submitted 



Date: May 28, 2009 
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DIA sets Wi-Fi free - The Denver Post 
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DIA sets Wi-Fi free 



"We did this just to really improve the service we were giving travelers 
that come through the airport," he said. "It's been pretty successful and 
better than some of the usage that we saw before, when it was a pay 



DIA, which is offering the service across the airport terminal and 
concourses, joins hundreds of other airports, including three in Colorado, 
in providing the service. Other targe airports with free Wi-Fi include 
Phoenix Sky Harbor; San Diego; Fort Lauderdale, Fla.; Las Vegas: and 
Portland, Ore. 

Early installations of wireless access began in 2000 in Seattle: Austin. 
Texas; and Dallas, and within five years, offering the service had become 
a mainstay at most airports, according to the Airports Council 
International. Chicago and Los Angeles are the exceptions. 
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"It's worked out really well for travelers. Not or 
feedback on that fact that it's free," said John 
Colorado Springs Airport. 

At DIA, the previous pay service was S7.95 for a 24-hour period, and reports showed 19,000 to 20,000 
connections a month. Since the free system began, there has been a tenfold increase in the number of people 
using the connection, Green said. 
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How Much Ads Cost 



APRIL 23, 2009 

Online ads "all over the place" says one executive. 
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JiWirs Hotspot Advertising - Example 
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EXHIBIT F 



Mobile Broadband Advertising Network for Service Providers, Municipalities and Advertisers, 
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Mobile Broadband Advertising Network 



Acis for Access: the new currency for mobile broadband 
JiWire's mobile broadband advertising network is a revolutionary way for you to continue building revenue t 
leveraging your network to display advertising. Our unique technology delivers ads la public Wi-Fi, WiMAX, 
3G networks, and provides an exponential increase in your network revenues and your ability to attract mot 
users through subsidized internet access. 

Our breakthrough advertising platform, including the JiWire Advertising Appliance powered by Front Porch, 
delivers a variety of advertising formats before, during and after network authentication. When coupled with 
ability to localize advertisements and personalize them for multiple devices, the revenue impact 

We offer a complete advertising solution, managing everything from sailing your network to prer 
to serving the ads at the right place and time— so you can focus on your core business. 



More Information 

Ciick to view diagram of Ad 
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Advertising Network 

Advertising Appliance 
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Muni Wi-Fi Advertising 

Networks that cover municipalities are becoming more prevalent 
advertising opportunities on cutting-edge mobile devices as well 

WiMAX Advertising 

Emerging WiMAX networks reach even more wireless users thai 
and the latest broadband technologies being developed today. 

3G Advertising 

As 3G and other wireless broadband technologies evolve, we ha 
take advantage of their fuSi revenue potential. 



ry for bj 



d, presenting unique 



EXHIBIT G 



Transcription of JiWire Video Demonstration, created by JiWire April 17, 2007 
Voice-Over: 

"Are you looking to reach affluent mobile professionals in a captive Wi-Fi 
environment? 

More advertisers are using Ultramercial to reach the right target audience on 
premier Wi-Fi networks around the world. 

Here is how it works: 

The user initiates a Wi-Fi connection. 

She is redirected to the network log in page which provides a prime advertising 
opportunity as the users first getting online. 

The user may then choose to earn free Wi-Fi access by viewing highly targeted 
advertisements or pay for Wi-Fi access to connect immediately. 

If the user chooses free access she must agree to watch a fully interactive 
Ultramercial advertisement in its entirety as payment for her connection. 

Each completed ad earns the user more free access giving the user a 
significant incentive for added interaction with your brand. 

In either the free or paid scenario, once the user is connected to the Wi-Fi 
network, she lands on a network start page providing you with more 
opportunities to get your message across though advertisements and relevant 
content placements. 

With Ultramercial you effectively reach affluent mobile users through highly 
targeted advertising campaigns on premier Wi-Fi networks. 

Additionally, Ultramercial uses industry-standard ad serving and reporting to 
seamlessly work with the rest of your online advertising initiatives. 

Include the Ultramercial advertising network in your marketing plans and start 
capturing your target audience today." 
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Exhibit I 



QOO <b> Boingo Seiects JiWire to Sell and Serve Wi-Fi Advertising at the World's Largest Airports</b> CD _ 

('x") C?T) (jSt http://vwvw.dfJfrontler,com/cgi-bi»/artman,ij ▼ N ' - fjG| T Q J j 

Most Visited ▼ YouTube - Broadcas... EiiseTalk Ultramercial Project ... Mini Cooper Cars Fo. .. Ultra Secure Server » i 
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DFJ Frontier News 

News i 
Boingo Selects JiWire to Sell and Serve Wi-Fi Advertising at the World's Largest Airports 

Business Wire I ] 

Jan 22, 2008 I ; 

By Press Release T :■ 

Bcingo Wireless Makes P'enr --n A rport Inventory Ava.'able to JiWire Wi-F AcVertis "g Network; Leverages JiWire's 

Wi-Fi Ad Pisiform for Delivery and Reporting ;t : 

Boingo Wireless Inc., which orovtdes access to- trse world's largest network of Wi-Fi hotspots, ano JiWire, the leading f ; 

provider of Ads for Across'" at premier Wi-Fi locations, today announced that Boingo has selected JiWire to sell ano i ; 

serve advertising on its Wi-Fi airoort networks. Boingo users will see JiWire-suppned advertising throughout trie : 

Boingo Wi-Fi login process at 23 major U.S. and U.K. airports, including Atlanta-Hartstieks, JFK and LaGuardia m f f 

New York, Chicago's O'Hare and Heathrow in London. i < 

"Mobile professionals and affluent technology enthusiasts represent an elusive demograpnic coveted by aovertisets," i : 

said Dawn Callahan, vice president, consumer marketing, Boingo Wireless. "The JiWire network includes everything i ( 

we need to monetize our valuable advertising inventory, inducing advertiser procurement ano management, f i 

advertising localization and per-device customization, and advertisement scheduling, tracking, ana reporting." > 

The JiWire Wi-Fi Advertising Network enables targeted oelivery of premium advertisements based on the recipient's r $ 

location and device. As an example, the network will enable targeting of advertisements delivered to Boingo users at .*. j 

specific airoorts. Advertisers or, the JiWire network include Charles Schwab, Microsoft, Nokia, and Toshiba. » ; 

"The JiWire Wi-Fi Advertising Network has become the leading, source of premium, iocatwn-aware Wi-Fi advertising," ;> 

said Kevin McKenzie, chief executive officer, JiWire. "Witn Bosngo's impressive reach into almost 40% of passenger j ; 

traffic in the top 100 North American airoorts and coverage throughout the major airports m unwed Kingdom, we are : 
now able to offer our advertisers unparaaeled opportunities to capture mobile professionals at the world's largest 

About Boingo Wireless t 

Boingo Wireless, Inc. is the global market leader in Wi-Fi, Boingo makes it easy for consumers to enjoy Wi-Fi access -; i 

o« their laotop or mobile device at more than 100,000 hotspots worldwide including airports, hotels, cafes and I; ; 

metropolitan hot zones — with a single account. Through its Concourse Communications Group, LLC subsidiary, j. j 

Boingo operates wired and wireless networks at 30 too airports worldwide. Mere information aoout Boingo and [p 
Concourse is available at www, boingo.com and www.concoyrsecom.tiunications.com , 
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AWG Wireless Internet Access 
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Get 45 minutes of Free Wi-Fi access from 1 -800-flowers.com! 

Register for email-exclusive promotions, sales and discounts 
from 1 -800-flowers.com and earn 45 minutes of FREE Wi-Fi Access. 
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Join our email list today and be the first to learn about email-exclusive promotions, sales and discounts. 
Simply fill out the form, and start saving for Mother's Day; Every mom deserves to be noticed! So don't 
wait, celebrate her, and show how much you care. Don't Forget - Mother's Day is Sunday, May 10th! 



* First 

* Last Name- 
* Emai 

*Cty. 
* State: 
Mobile Number: 



Cookies must be enabled irs your browser to participate in this free Wi-Fi access offer, 
information submitted is subject to the l-SQO-jfavsrs.cosTi Privacy Policy . 



Screen 4 

AWC Wireless Internet Access 




Please keep this window open until you are logged in 

This window must stay open while you are being connected. 
To return to the login page, click Cancel. 
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Get 20 minutes of Free Wi-Fi from Jackpot Rewards! 

Try Jackpot Rewards for FREE for 7 days 
and earn 20 minutes of FREE Wi-Fi Access. 



jackpot H 



Sn/e up to 7'y% 
on Products like 



EXHIBIT K 



iclsen 




Contact: 

Aaron Lewis 

1.646) 554-6573 

Aarcn Ltwis@nelscn corn 



U.S. AD SPENDING FELL 2.6% IN 2008, NIELSEN REPORTS 



NEW YORK, NY March *3, 2CD5 - T-.u Niel&i/i Compary -t*par:tsd today ".hat L S advertising for the 
Full year 2008 was down 2 6% coT-pa'uc to the 1 jII year 2007 Accoroirg to prelim na-y Sigu-es f-arri 
Nielsen, US ao expenatures deemed a frost $3 7 ail or m .u a ".olal spenc of $136 B b lie* in 2308. 

Hispanic Cable TV (-3 6%; and Cable TV i+7 8%) we r e the only two -necy to snow ad g-cwlh- in 
2008 Cabe »vas L~u highest 'uvuiLe-c.ureral'ng meciir-i wth $26.6 bi i.sn in saes 



Jan-Dec '0B vs. 

Media Category J an -Dec '07 % Change 

Hisoanic Cabin TV 9.6% 

Cable TV 7.8% 

Spot TV Top 100 -0.3% 

Syncicalion TV -0-8% 

National Sunday Supplement -1 .3% 

Mi panic B-oadcd^t TV -2 4% 

NelwerR. Radio -3.3% 

Broadcast Network TV -3.5% 

Local Magazine -3.7% 

Spot Radio -4.0% 

Spot TV 101-210 -4.6% 

Outdoor -5.0% 

FSI Coupon -5.2% 

■Internet" -6.4% 

National Magazine -7.6% 

Nationa' Newspaper -9.6% 

Business to Business -9.7% 

Local Newspaper -10.2% 

Local Su noay Su pptemen's -11 .0 - & 

TOTAL -2.5% 
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-more- 



iclscn 



"'G \m the -stale of he U S economy, a duel nu n ad spendirg was expected, tut it's "ict as bad 
as it cou<d have beer." said Anr;,u Tcjhalos, VP of Sales Devu oprenl fir \ton.lor-Plui. Siu-sen's ad 
tracing su'v.se 'The campaign season ana the Summer Olynoics wure two big evu-ils that i vdo a 
lru - "erdo'js mpact on acverlisrg especially or TV buys * 

Prnt -ecia cc-.liruuc Is anticipated cednu ir 2000 Local a-vd NaLonal Nuwsoaourad spencs 
deciired 10 2% ard 3 6% 'ctouctivB y Natoral Macjaz'-sus fel 7 Sli, wh>le Local Maga^ires 
•droppBO 3.7%. 

New media was also "it oy he tough economic clrrate hLerwt ad sperds dropoec 6 4% ard 
Nutwork ~V lock a 3 5% hit Nevu-huless, tu evisicn corlinued tc be hts oornna-it red jrn for 
acvertisers, vv h 5C% c* a', ad collars spent or Nelwon, Caole, Kispairc, o- Spot TV 

Spar-sn Language TV |nelv,or< a -d caolu) advertising corlnue-d to gw dl a clio or 0 B'M., w ^ile 
ASncan-Arrterican TV fm 1 3.4%. 



ADVERTISER SPENDING 

~ it. tc j 1G advcl.sjrsi spent a Lota' of $15 5 bi id i n 2008 - 15% than the year befsre Not 
a sirgle one of the lop 1 3 acv jrtibers spent -"ore in 2003 f& 2007 Fructc.- & Gamble ma ntd nee .Is 
perch as the lop advulser his >uar cusoile a 19% due ne vs 2007 

Detro'l s Big T iree aulornaiers ne d c--' lo socts in the top 10, ce&pile douclu-dig't percentage 
slas-L-s ir their ad budgets Cerberus Capita! Management iChrysitr) anc Fore Mote Co oA 
acvefis -tg 31TS ano2G% rusjuotr-'U y Gereral Meters 'rmmuo its a Jverusiny '5% Foreign 
a J lorna<era Tcyola ar J He-rda eacn mace he too 10. b jI they, loo sashed their ad spu-.d 7"^ a"d 
3%. respectively. 



Parent Company 


Jan - Dec 2903 


Jan - Dbc20D7 


% 


(millions) 


{millions) 


Change 


' rocerS Garr&e Co 


U b42 1 


$3,531.1 


-19 3-1: 


General N'ofors Corp 


%1 V ' f 




-1 sK 


Alii int. 




S1 .732.1 




Venzcn Corrm.." cahens l^c 


Si .61 4. B 


5l,t>3S.*J 




"lovola Motor Corp. 


SI -bbbXs 


Sl,66b.O 


-6 fe-s 


f-ora Motor Cc. 


l\ 4'9l 


Si ,961 .6 


-id b- 5 


Johnson & Johnson 


$1 .21 1 .0 


Si ,280.1 




I ne ■" =.'-•=' Inc 


$1.0//. 4 


S 


-tl r 


J :"aa Motor Co. 


ilOsb 


Sl.U*b.5J 


-2 i 


Oo'ierus Capi _ h ? it,hr,:s!e'i 


31 b 


Si J bb 


-i\ £ 


Total Top 10 


$15,522 t 


$1S,288 B 


-15 1% 



No fast f joJ parent wOmpan to ~-dd\e J I e too 10 BjI v u ■ ' B r a do 1 jarcn* uj - Jd iy 
efTacoBe ano KFC <-jlmI$5 6 ' Hie i mora c i jcvertisirg ir 20CB AiieV^Dc dCo'13 ) 
bocstuo its ad spenc $5 miiwn. 
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lelscn 



•Vdl-Mar*i19 ,i&rowcJ pe't^ps. the - jst "ip-dbbiifU dd growth ir 200B s hc:-etai gid it 
ir ^vdtec i"b ipc ia 55" s ovu- "r e p-Bvic-jb v ed " •'•'l' 1 S771 - illion ir ed b jyb 

PRODUCT SPEND 

T ne dutu -oUu irdLiL-v i id tpcncnc. foil hercebl 'liCDS The ncubtry bidbhsa "fa bpcnumc. y s 
afmast $1 .& oiHion. or 15.57a. 

Phjr-dcujl,^dla d ioout bail's i-uu iding siCfni'ic.d'% cue nrg & ntj dlrnos>l $1 b iic i 
cc njd-ea 'o 2DCT Qt,iC< Su-v Ru&'durcib nowever svaa the on y calego r y in the "co 5 b spenc; 
mo r « ir 2G09 .vilh 3 & a mcrt! exDU id L r e*j i 1 20UB CireJ Rcioa tie p actfc 8'", havir g growr i"b dd 
!>penu 9 2'h, th-±n*b to iiK-edied bperdir g by corrud hso Vigsd ^rofetbor (+3B9"A Ailtlar 
Mdrketirg f+31B n ^l d d RotetU Stc *e t+73'.i) 



Product Category 


Jan - DecZDOB 


Jart - Dec 2007 




(mtllions] 


(miil lions) 


Change 


Aulcmouve 








rl-sclcry & _"ea sr Assw ! 


SOUIj 1 


S11.B&4.4 




Hhsrmaosutcal 


£$.344.1 




-■■a4^ 


Aulo Dealerships - Local 


S*i.1&B.3 


Si bU4 b 


-d b-'. 


Quick Service Reslauranl 


■&5.UB0.6 


Si Uo2 d 


J b . 


Department Store 




So yy-' j 


•1 b - 


Wireless I eieEficne Services 


S3,43i/ 


S3,/3i.e 


•a.o% 




Si ,^2.! 




-11.4% 


U.rec! Hespcns- ( J rocu-:l 


S2,&fB.9 


S2,3S>B.y 


9.2V: 


Rsslauranl 


&' .blb.fi 


Sl.fci1U.-i 


CD?': 


F.mi:/; Stores 


S* .bb'J.d 




-3 4v : 


Top 10 Product Categories 


$39,060,0 


$42.80 B.1 


-B.8-% 











About Ths Mtslsen Company 

The Niu sen Cor.pany is d global infcrmation and rned <l compary w it' .eadirg ma-ket ucb Lona r 
marketirg ard car turner inlc-malion, televsicr ano othe r rr.ucia measL'i»""Br'l, or Sire intelligence, 
mobile rr.ua suremtnl, trade shows ard b jwness oublications (Billboard Tho Hollywood Reporter, 
Acwuekl T"u privately >"H,d comaary >$ active >n a-jp-oximsLeiy 100 cajnires, wh ncadquarlcra n 
N'lw Yurk USA For mora nformattcr, please Visit. www. -m.' sen ccm . 
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EXHIBIT L 



i From: Uitramercial Statistics <campajgnstats@uftramercsal.com> 

i Subject [UM) Daily Site Results for Sugar Mama on Tuesday May 26, 2009 



To: cam pai g nstat s @ uit rame rc i al .ci 



ultramercial 

Results for Ultramercial(R) units started for Sugar Mama 
on Tuesday May 26, 2009 

Overall Starts: 27,891 
Overall Completions: 26,690 
Overall Completion Rate: 95.7% 
Ciick-Throughs: 1,149 

Overall Click-Through Rate {based on Starts): 4.12% 
Overall Click-Through Rate (based on Completions): 4.30% 
Overall Average Engagement: 75 seconds 



Rimmel Underground (QS4-487) * 
Starts 

Completions 

Total Click-Throughs 

Average Engagement 



2,826 
2,708 



n 2,5% 
62 seconds 



of all starts 

of starts 

of completions 



page n 



* Ad unit started on Sugar Mama site 


2,826 


100 


0% 


* Invisible Final page 


2,730 


96 


6% 


* Ad unit completed on Sugar Mama site 


2,703 


95 


8% 


* Airtime credited 


2,708 


95 


8% 


*Quiz 


2,707 


95 


8% 




2,690 


95 


2% 


* HTML from Difficulties link 


415 


14 


7% 


* HTML version 


185 


6 


5% 


* Click-through to RimmeJ Underground 


71 


2 


6% 


* Replay 


61 


2 


2% 



The Fratellis - Fratellis (054-623) ± 
Starts 

Completions 

Total Click-Throughs 

Average Engagement 

page name 



* Ad unit started on Sugar Mama site 

* Invisible Final page 



2,312 8.3% of all starts 

2,197 95.0% of starts 

13 0.6% of completions 
98 seconds 

avq .seconds 
impressions since start: 

2,312 100.0% 0 
2,217 95.9% 



EXHIBIT M 



Article 



Print j E-Mail j RSS | More Articles 



Free Newsletter 



The Latest Ad Click Count 

MARCH 11, 2009 

Do your click-throughs measure up? 

It may not be what you want to hear, but over the course of the year 
cl ick- thro u gh rates va ry. 

According to a study of more than 10 billion banner inquiries across 
Europe from ADTECH (r.ot to be confused with acktech), the average 
click-through rate fluctuates between 0.12% and 0.19%, Apparently, 
users click or d'<sp:ay ads -no re frequently cow a r 6 the end of the year, 
during tie major online shopping period. The rate then restaKlizes in 
January at 0,12%. 

Online Display Advertising Click-Through Rate in 
Europe, November 2 004- December 2008 




source: ADTECH presided m sMatketer, March 2CQ9 

10227a wwweM*rtM*«-.ccrn 

Since 2004, the average click-through rate has failer, however, f-om 
around 0.3%, 

Ir 2006, ABI Research reported that the average click-through rate for 
an online Darner ad was 0,2%, ind'earing that the decline has been 
steady. 

Average click-Through Rate for internet Banner Ads 
vs. Mobile Banner Ads Worldwide, 2006 



Mobile banner ad 

source; ABS Research, JVowmDer 2006 



w.^Maricvterxom 



m a erage, tiotyh, only an average 



nc u Eur pe ci ~k fh ough r?tes *ary signi iCc Ul/ Users sn France are 
dt trie h gh trd v i:n an a.e a.e die rot^ or 0 18°o and UK users are 
at C _j At 0 10°d tie Cerm-»n Jn-k rat*; i n the m ddle of the 
Eurcpeai rdige Sc-ndir ^vidi Wet jse s> are more dn.k cautious," 
,.irh a.er^ge t te w C C f or S»»taer 0 GS'-o 'or Fi iland and 0,06% 
for Norway. 

<"*f Itnf* t olay Adv*»r i in., ri >.k rj, r , t . f, ' a! >t 
\clc t ( ou i* i h s m Lb row by Ad Hz 
Octo ber-December 2008 

Denmark francu Germany Sweden Switzerland UK Europe 



ADTECH found rhat - ie ze of rne ad aho areas the tick -ate. Not 
Ktrp si i t ji^cer s jettP 

«, gld ice up ar the rr-prt re ea ~ that t e -naj nry r d <_ks n tne 
c t- <jv r eld go to pu,? uj , la y f=r c ar d the t It size f rmat (23^x60), 
,.ith an a^erdre f 0 5 J o ead <J dec uQ o* f rrred ever, better at an 
average i.7% click rate. 



Need data for presentations' eMarketer subscribers can 
download charts instantly — over 50,000 choices 
Learn About an eMarketer Subscription 



03 10 j u s dec ad c c eatly ntes e clicx •iro-gi rate , but compared 
„irh Darner ad^ the are mr e exjen^-we *c bol p ace and produce, 
ard s the r ro^el'j Aecr r r f their ra^e mr> declne too. 

§get cie* ara h arc r or- >*e uia> i"du tre c re>> o t eMarketer for 
a lai/s s and data See what yoj d?e r> i ng Lp3<- i nee a£>out 7ote/ 
Access today. 



EXHIBIT N 



What we deliver: 



Time well spent. 

13 seconds: average engaged 
time spent across all campaigns 




videoegg 



EXHIBIT O 



ultramenciaP 



INVOICE 



a I, LLC 
SI Malaga Cove ?l3za 
Palos Verdes Estates, CA 90274 
V 310-765-4041 F 310-544-8032 

Kimberley Kievstad 
JlWire 

Kimberley@jiwire.com 



Dates for this Invoice: 



May 1 - May 31, 2007 



Advertiser/Campaign: 

I/O Number: 

Flight Dates/Billing #: 

Buy Impressions: 

Impression run this month: 

Percentage of Flight run this rr 

Ad Serving Fee: 

Comments: 



Microsoft Office 2007 

089-504 

4/30/07-5/31/07, 1 of 2 
300,000 
35,61 1 
>nth 12% 

Based on 12.5% of Media Buy Amount: 
Amount billed based on percentage of total flight served this month 



Advertiser/Campaign: 

I/O Number: 
Flight Dates/Billing #: 

Buy Impressionsi: 166,661 

Impression run this month: 58.297 

Percentage of Flight run this month 35% 

Ad Serving Fee; Based c 

Comments; Amount 



4/30/07-5/31/07, 1 of 2 



12.5% of Media Buy Amount: 
adled based on percentage of total flight served this month 



Payment Terms; 



Ultramercfa! Services include: 

• Delivery of pater«ts-pend;ng optionally multi-paged full-screen online commercials, via 1,000 edge-cached s< 

• User history maintain via Ultra mercfat cookies and relational database 
» 24/7 customer service for viewers and publisher 

• Collection and delivery of reporting and viewer opted-in data 



3j2 cove Plaza 

erdes Estates, CA 3027') 

7&5-HM1 r 310-S44-B032 



e St. 4th Floor 
San Francisco, CA 94104 
650-872-1190 



Blliinc. Date: 
invoice 
Daces for this lnvok 



INVOICE 



Page 1 of £ 
September 30, 2007 

JLTRAMERCIAl 1NV 20Q7-3-JIW1RE 

August 1 - September 30, 2007 



Advertiser/ Campaign! H5BC ^rennet 



Flight Dates: 
Starts this Perlt 
CPM: 



6/3/0? - 3/2/0? 



Based on I'AiP o. 



UAJPTOtaS: 52,088.75 
Is sold at $150 ..CPM. 



Ultramerelal Services Include: 

* Delivery of full-screen Interactive online advertisements vie a high-availabf llty content distribution network 

Individual user behavior tracked in real-time 
» 24/7 customer service for viewers and publishers 

collection and delivery of reporting and viewe' optea-tn data 



u Its mercial • INVOICE 



Advertiser/ 

10 Campaign Starts Completes <W> Completes Clicks CTR 




OB/03/07 

mm.>w 

OB/09/07 
OB/ 10/07 
08/11/07 
OB/ 12/07 
08/ 13/07 
08/ 11/07 
0B/ 15/07 
08/ 16/07 
08/ 17/07 
08/18/07 



HSBC Premier 
HSBC Pi 
HSBCPf 



HSBC Premier - Snow 
Microsoft Office 200? - Stresn 
Microsoft Office 200/ - Imprc 
Microsoft Office 2007 - Ore in 
Microsoft Office 2007 - Great 
HSBC Premier - Snow 
HSBC Premier - Snow 
HSBC Premier - Snow 
HSBC Premier - Snow 



1,347 
2,196 
2,109 



3,674 
2,945 



9/a Completes 



49.53% 
47.30% 
51.69% 



60.58% 
62.4 7% 
62.73% 



2.05% 
69.35% 



